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THE ORGAN OF BRITISH ADVERTISING 


When all is said and 
done... we should 
start with 


for Greater London and 


the Home Counties 
DAILY NET SALE IN EXCESS OF A MILLION AND A QUARTER COPIES 


ROY CLARK, Advertisement Director 
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ADVERTISER’S WEEKLY—Conference Bulletin 


——— to the International Advertising Conference 
are meeting in the Central Hall, Westmiuster, this (Friday) 
morniag, for the final business session of a Conference which 


is assured of its place in advertising history. 


They will 


consider—and adopt—a comprehensive resolution expressing 


tue industry’s recognition of 
its tasks throughout the world. 

[he actual wording of the 
resolution is for the Conference 
to determine, but preliminary dis- 
cussions on its tenor, between 
the organisers and leaders of 
international adveriising, suggests 
that a clarion call will go forth 
for a world effort to emphasise 
the important role advertising 
must play in the cause of free- 
dom, peace, and progress. 

This is the opinion generally 
held among delegates of every 
nat.onality represented. Most 
recurrent theme has been the 
social responsibilities of advertis- 
ing—a subject which aroused 
keen enthusiasm in yesterday's 
discussions. 

Lord Burnham’s View 

That the social responsioility 
of advertising was the most 
important sudject of the whole 
Conference, was claimed by Lord 
Burnham, vice-president of the 
Newspaper Proprietors’ Associa- 
tion and past president the 
Advertising Association. 

If advertising had not a solemn 
responsibility which it realised 
and was prepared to live up to, 
then the whole purpose of the 
Conference was at best futile and 
at worst harmful, he said. 

The responsibility of advertis- 
ing should be considered 
ethically, economically and socio- 
logically. Advertising must have 
the highest standards of truth in 
presentation and honour in prac- 
tice. The uses of advertising 
should be able to justify its value 
in the commerce and life of the 
community. But it was in this 
sociological aspect that there was 
the greatest field of opportunity. 

The Conference was impressed 
by the distinguished contributions 
of Francis Elvinger (France) and 
Samuel C. Gale (U.S.A.)—two 
idealists with many practical 
punch-lines in their philosophy 

In discussion on the social 
responsibilities of advertising 
Jacques Brizeaud (France), on 
behalf of the French Advertising 
Federation, told of the “moral 
code of the professional adver- 
tiser.” Since 1947, he said, this 
code had proved in France to be 
a powerful instrument for good, 
and he hoped that it would be 
among the resolutions adopted. 
Gordon Boggon (Britain) said 


that evidence of the great advance 
to responsibility made by the 
profession was the constant 
stream of applications from pub- 
lic school boys and girls who 
wished to go into advertising. 
Britain appeared to be following 
the great example of America 
where the advertising man was 
held up as somebody of great 
repute, knowledge and _ respect- 
adility, 

L. Merlin (France) made a plea 
for what he called “Free Radio.” 
ihe commercial advertiser had a 
very great responsibility. One 
might skip newspaper and poster 
advertisements, but radio came 
into every home and into the ear 
of the smallest child. Most of 
all, people were sensitive to 
beauty, and commercial radio 
should endeavour to raise the 
standard) of taste everywhere. 

Leigh Wharton (Britain) urged 
that Advertising Associations in 
all countries should set up their 
own equivalent of a “Central 
Office of Information,” to provide 
theoretical and practical argu- 
ments in favour of advertising. 

“We Have an urgent need, not 
only for the know-how, but also 
for the "know-why” he said. 

These opinions are some token 
of the scope and the spirit which 
delegates expect to be included 
in to-day'’s resolution. 


on they were luncheon guests of Trevor A 


' 


Social Responsibility Of 
Advertising Is Stressed 


Jury 13, 1951 


CONFERENCE CLARION CALL 
TO WORLD EFFORT EXPECTED 


This happy picture typifies 
the Conference spirit. Group 
at the Clubs’ Day lunch in- 
cludes G. E. Bouwmeester 
Goodman 
Cuisinier 


(Holland), Leon 
(Britain) and A. 
(France). 


“MARKET RESEARCH CAN 
STOP COSTLY MISTAKES’ 


Market research organisations should make themselves 
responsible for and defend the rights of the individual as 


opposed to the rights of the masses. 


This was emphasised by 


Hugh Weeks, deputy chairman, Trussed Steel Concrete Co., 
Ltd., and former market research manager of Cadbury Bros. 


Ltd., speaking at yesterday's 
(Thursday) luncheon organ- 
ised by the Market Research 
Society at the Connaught 
Rooms. 

Too much emphasis was being 
laid on the average person, he 
said. With the standard of living 
there were many levels. 


\ arly 200 women delegates saw this fashion parade on Wedne: day 


. Bowen, chairman of the 


John Barker Co. Ltd. 


He suggested that members of 
the Market Research Society 
should pool their knowledge. In 
this way they could derive new 
and important facts. 

Newspapers, he thought, would 
be doing far better work by spon- 
soring marke, research than pub- 
lic opinion polls which seemed 
to be so popular. 

He had little confidence in 
them, partly because of the 
general ignorance of those who 
answered. Polls planned to find 
out which way a_ population 
would vote were dangerous, he 


felt, in that they could sway 


public opinion. People liked to 
be on the winning side. 

Examples of the use of market 
research in the U.S. were given 
in a paper by Elmo Wilson, of 
the International Public Opinion 
Inc., New York. Mr. Wilson was 
unable to come to the Conference 
and his paper was read by Dr. 
Mark Abrams. 

While market research had 
much to learn, they must keep 
on trying, Mr. Wilson empha- 
sised. However imperfect it 
might be, market research could 
do much to prevent costly mis- 
takes. 

At the present time it was 
essential that they kept on work- 
ing to find what makes man 
behave the way he does. 
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Summing up at the Direct Mail specialised session, Max 
Bemrose, assistant managing director, Bemrose & Sons Ltd., 
made a plea for greater co-operation between all concerned 
with direct mail advertising—especially between the adver- 


tiser or agency and _ the 
printer, to avoid production 
pitfalls. 

He quoted two examples of 
what should be done. In one case 
the agent approached the printer 
a year before the job was wanted, 
which was as well, for it took 
five months to get the paper. In 
the other, not a single sketch was 
done before the job as a whole 
had been discussed with the 


Bemrose also had some 
good news about printers’ labour 
problems. A_ start had been 
made, he said, in overcoming the 
labour shortage. Since the recent 
agreement with the Unions pro- 
viding for more recruitment, 
nearly 1,000 more men _ had 
joined the industry. 

The session, with the exhibition 
in an adjoining room, was 
organised jointly by the British 
Direct Mail Advertising Associa- 
tion and the British Federation of 
Master Printers. H. L. Clarkson, 
B.D.M.A.A. chairman, presided. 
Theme was “How Direct Adver- 
tising contributes to the task of 
selling in a free world.” 


Media Team 

Arthur Chadwick, past presi- 
dent, B.D.M.A.A., said there was 
no substitute for direct mail as a 
member of the advertising media 
team. When national Press and 
direct mail were combined they 
could do a much more effective 
job than either could do separ- 
ately. 

He suggested that the Govern- 
ment could give much more help 
than it did in the matter of 
mailing lists. 

Pierre-Georges Bastide, hon. 
president, French Direct Mail 
Advertising Association, said that 
because his countrymen were 
somewhat sceptically minded, 
direct mail advertising in France 
should always begin with a test 
shot. Results, even if critical, 
would show how to open the 
market for French customers. 


Increased Costs 


Stig Arbman, of Arbman’s 
Agency, Stockholm, said that 
owing to increased costs there 
was a tendency in Sweden for 
direct mail advertisers to main- 
tain quality but to economise by 
reducing the size of the mailing 
and the number of pieces used. 

Fernand Houréz,  director- 
general, Bodden Dechy, Brussels, 
said that in Belgium the adver- 
tiser must split up his campaign 
because of the duality of langu- 
age. More than in any other 
country it was dangerous to 
advertise without the advice of 


specialists who understood 
Belgian psychology and market 
conditions, 

Ivan Hammar, advertising man- 
ager, Atvidabergs Industrier, 
Stockholm, said there was a gold 
mine for direct mail in the field 
of instructional literature. He 
advised British export advertisers 
to use it to tell foreign buyers 
how they could make best use of 
their products. 


The exhibition, arranged by 
F. T. Day, of Samuel Jones & 
Co., showed how a variety of 
products were being, and could 
be, sold by means of direct mail. 
This was done by a number of 
panels, each with the words 
“Direct Mail Sells...” followed 
by the name of the product. 
Below were specimens of printed 
promotion matter, and specimens 
of the goods they advertised. 


What are they studying? 
mail shots? 
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Where Direct Mail Finds 
The Gold-Mine 


FOR THE RECORD 


This extra bulletin com- 


“Advertiser's Weekly.” 

Delegates may still obtain 
Tuesday’s and Thursday's 
copies from their newsagents, 
or by writing to the publisher 
at 180 Fleet Street, London, 
E.C.4. 

Next week's issue, on July 
19, will be a Conference 
Review number. 


Off To Ireland 


Delegates have been invited 
to spend four days in Ireland on 
a tour arranged by the combined 
Irish advertising organisations. 
The tour leaves London on 
Sunday, returning on the follow- 
ing Thursday. 

Delegates will be taken by 
plane to Dublin and accommoda- 
tion has been reserved in first- 
class hotels. 

The programme includes a 
visit to the Abbey Theatre, a 
trip to Killarney, a reception by 
the Government of the Republic 
or Ireland, and a tour of Dublin. 


Something unusual in the way of direct 
Group at the B.D.M.A.A. lunch includes H. L. Clark- 


son, chairman, Edward Jones, vice-chairman, and Harold Foster, of 
Toronto. 


Cinema Screen 
Scores As 


Ad. Medium 


“The absence of advertising 
facilities from British radio 
stations gives an added import- 
ance to the cinema screen as an 
advertising medium,” said C. L. 
Hallas, director of Lintas Ltd., at 
the business session organised 
by the Association of Specialised 
Film Producers on Thursday. 

Its importance, of course, was 
also not lessened by the limited 
size of our newspapers and the 
potential effects of the Town and 
Country Planning Bill on outdoor 
advertising facilities. 

In the same way as other 
media, screen space could be 
used in varying sizes, or lengths, 
each playing its part in fulfilling 
some marketing and advertising 
need. 

Ronald E. Tritton, manager 
visual information branch, Anglo- 
Iranian Oil Co. Ltd., speaking of 
sponsored films, commented: 

“The film has a_ particular 
power that no other medium of 
information or persuasion has 
got. It can of course persuade, 
instruct, and portray or repro- 
duce ideas, but it can do no 
more: it can invoke an emotional 
response. kt can work on the 
feelings, and by means of cinema- 
tic tricks and by music, a mood 
can be built up in the audience.” 

The film had several advan- 
tages over other media of 
information. It had a lasting 
quality. It was not used in the 
evening to wrap the fish. It was 
there on a piece of celluloid 
which could project its message 
for years to come. This wasn't 
always necessary or desirable, but 
it could be, and it could reduce 
the fairly high capital cost of 
films to a small figure over the 
years. 


“We Are On The Threshold of New Techniques’ 


“Advertising, as we know it 
to-day, is a relatively young and 
immature afterthought in. our 
community. We have grown 
like nobody’s business. We have 
made, and are still making, tacti- 
cal and technical advances of un- 
questionable importance.” 

So said Cyrus Ducker, director 
of the London Press Exchange, 
speaking on “Developments in 
Advertising Technique” in the 
main business session yesterday 
(Thursday) morning. 

Though it was still primarily a 
creative business, and probably 
always would be, advertising had 
now plighted its troth to science. 

“We have already developed a 
considerable conscience about the 
spending of money,” said Mr. 
Ducker. 

“In the best agencies one no 
longer talks about buying space, 
one either buys ‘impact’ or 
‘people.” 

“It is in this field of media and 


market research that we have 
probably made most progress. 
Though even here we have not- 
able failures to record as well as 
successes. 

“We have, for instance, not yet 
succeeded in finding an accept- 
able method of comparing the 
effectiveness of one medium with 
that of another. 

“Our creative standards are 
high by any comparison, but I am 
not sure that we have made as 
much progress there as we have 
in other directions. I believe our 
creative work is still too much 
inspired by love and hope and 
intuition, and all the other attri- 
butes of personality. 

“Our copywriters parade their 
logic and their objectivity of 
mind, but in their hearts of 
hearts, and in their search for 
words, they are apt to throw 
their detachment overboard with 
a light and careless laugh. 

“It is certainly our duty to 
achieve impact scientifically, or to 


use a more homely word, cheap- 
ly; but it is our final responsibi- 
lity to see that that impact is not 
only effective, but as _ fool- 
proof as we can possibly make it 
in advance of the event. 

“At this moment we are only 
on the threshold of new tactical 
techniques that might one day 
give us reasonable assurance that 
our words and pictures will in 
fact penetrate the minds we are 
aiming at, and will in fact pro- 
duce the effect and the action we 
intend... . 

“We shall go on to new, excit- 
ing, and rewarding work pro- 
vided, and only provided, that 
we acquire the political sensibi- 
lity and wisdom to make our- 
selves indispensable. That is the 
only sane way to keep one’s 
enemies at bay. We must adapt 
ourselves, ahead of events, to the 
changing economic, social and 
political needs of the community 

as experts, not as _ witch- 
doctors.” 
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WOMAN and HOME has long been recognised by 


advertisers as the biggest selling and most profitable monthly magazine in 
| 


this country. Whatever the article or service they have to offer, if it appeals 
a 
to housewives and mothers, the advertisement pages 4 


of WOMAN AND HOME are the quickest, “f y 
cheapest and by far the most profitable oe 


means of achieving nation-wide sales. 


PAGE RATE £540 AN A.P. PUBLICATION 


A. W. BURNETT, Advertisement Director. THE AMALGAMATED ~ PRESS, LIMITED 
The Fleetway House, Farringdon Street, London, E.C.4 
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‘Advertisers, Agents Must 
Help Outdoor Industry’ 


HAPPY issue out of all your afflictions” was the wish of 

C. L. Hallas (director of Lintas Ltd.) to the Outdoor 
Advertising Industry at the British Poster Advertising Associa- 
tion luncheon on Wednesday, at the Savoy Hotel. 


“We are very 


conscious,” he said, “of the service you have 


rendered during the past twelve difficult years in facilitating the 
dissemination of propaganda and news of products and services. 


“T want to say how much we 
in advertising appreciate the 
way in which you are endeav- 
ouring to match up to our needs 
—and to those of the new Act. 


“There is evidence of wide- 
spread lack of knowledge,” Mr. 
Hallas said later, “of the part 
played by advertising in our cur- 
rent distributive system. Nor is 
this only true of outdoor adver- 
tising. The industry generally 
may have demonstrated its ability 
to sell goods and services but it 
certainly has not sold itself. 

“This does not only apply to 
this country—and I should like to 
voice my modest plea to all ad- 
vertising men to combat this 
ignorance wherever it appears.” 

Speaking mainly to overseas 
delegates, Mr. Hallas said: “Out- 
door advertising, in this country, 
offers flexibility and is of an im- 
portance which is not found in 
many other countries in the 
world. 


Flexible Medium 


“It is possible to buy local 
campaigns or a complete national 
campaign. Also we have poster 
sites from 16 sheets which are 10 
ft. high by 6 ft. 8 in. wide, to 
bulletin boards, which may be 
20 ft. high by 50 ft. wide; bus, 
tram and railway sites; posters on 
large fleets of delivery vans as 
well as innumerable variations of 
signs to fill every conceivable 
need. 

“Through this flexibility the 
medium can be harnessed to any 
sized appropriation and to any 
particular sales problem—-except 
those involving complicated and 
lengthy copy stories. 

“Just before the war, consider- 
able improvements in design and 
construction of sites and the 
quality of service to advertisers 
were planned and further steps 
to improve the medium envis- 
aged. But then came 10 years of 
virtual standstill—the war years. 
and their aftermath of labour and 
materials shortages. 

“There followed in 1947 the 
passing of the Town and Country 
Planning Act which came into 
effect on August 1, 1948. 

“This Act, amongst many other 
things, laid down a comprehen- 
sive code to control outdoor ad- 
vertisements. 

“Although the intention of the 
new regulations was to stan- 
dardise controls, it soon became 
evident that, when these powers 
were given to local authorities, 
there was considerable divergence 
in the interpretations of the spirit 


and concept of the Act and Re- 
gulations. 

“To deal with these centrally 
and to engender a spirit of co- 
operation with the Ministry and 
the local authorities the industry 
formed the Outdoor Advertising 
Industry Advisory Committee, 
which is now recognised by the 
Planning Ministry. 

“This Committee acts for the 
industry as a whole, negotiating 
on their behalf, with the Minis- 
try and local authorities. With 
certain fundamental principles 
the committee has no quarrel. 
For example, it does not resist 
the removal of advertising sites in 
rural areas—provided that they 
are ‘truly rural.” Even in 
urban areas the industry is sym- 
pathetic to the preservation of 
beauty spots, ancient buildings, 
monuments and buildings with 
specially pleasing architectural 
features. 

“The committee decided that 
the most fruitful and economical 
way to protect their members’ 
interests was to achieve the 
maximum possible co-operation 
with all planning authorities. 
Meetings were, therefore, 
arranged in seven centres with 
planning officers for the res- 
pective towns and counties in 
each of the seven regions. The 
audience at these meetings varied 
in size from 25 to 120, and dis- 
cussions were, in the main, con- 
ducted with good humoured ‘cut 
and thrust.’ 

“From these intimate contacts 
and free exchange of views and 
from the numerous questions we 
were called upon to answer we 
learned a great deal. 

“I should like to tell you of 
some of these. 

“There was evidence of wide- 
spread lack of knowledge of the 


Speaking is Myles Standish, president of the Outdoor Advertising 


Association of America. 


On his left are George Mills, chairman of 


the Outdoor Advertising Industry Advisory Committee and president 
of the British Poster Advertising Association, and Charles L. Hallas, 
director in charge of media at Lintas Ltd. 


part played by advertising in our 
current distributive system. 

“There is a preoccupation— 
particularly amongst the younger 
town planning officers—with de- 
signing ‘Garden Cities’ to the 
exclusion of adequate considera- 
tion of the needs of commerce. 

“In a number of cases, when 
local authorities were deciding 
whether or not a particular site 
or sign should be permitted they 
were, in fact, not considering the 
place or the structure but the 
actual product and advertisement 
displayed. This was probably 
quite unintentional and js certain- 
ly not intended by the Act. But 
it does emphasise the fact that 
advertisers and advertising agents 
cap contribute materially by pay- 
ing greater attention to the design 
and esthetics of the posters and 
signs themselves. 

“The planning officers put for- 
ward time and time again a good 
case for a smaller bill—usually 
they suggest what is known as 
8 sheet. We know the difficulties 
involved, we appreciate the addi- 
tional cost which their introduc- 
tion would cause both to the 
poster contractor and to adverti- 
sers. But one thing is certain: 
unless this nettle is grasped, 
many valuable advertising sites 
will be lost. Pi: 

“Of advertisers and advertising 


A. M. Lyons, K.C., has a word with T. A. Allam (National Solus 
Sites Ltd.). 


agents I ask full support and help 
for the outdoor industry. The 
negotiations, and the fights which 
they are having with the Ministry 
and with some of the local 
authorities spring firstly from self 
interest, but they are of vital con- 
cern to advertisers and advertising 
agents if the various outdoor 
media are to remain available to 
those who find it profitable to use 
them.” 

J. M. Beable, chairman, A.A. 
Sites Ltd.. thanking Mr. Hallas 
for the work he is doing on be- 
half of the outdoor advertising 
industry, said: “ Advertising 

people have long realised what 
their duty is to the community. 
That we have succeeded in keep- 
ing our own house in order is 
shown by the absence of any 
official censorship. The commit- 
tee of our own industry has done 
all that is necessary. 


Fighting Oppression 


“Bui” he continued, “organ- 
ised advertising has not done 
nearly enough to sell itself. Is 
it too much to hope that the Ad- 
vertising Association will take 
upon itself the responsibility of 
putting this matter to rights?” 

George Mills, chairman, Out- 
door Advertising Industry Advi- 
sory Committee, said the industry 
had accepted some measure of 
control on the understanding that 
this was fairly applied. 

“But when these gegulations 
are applied in an oppressive man- 
ner we fee] that we must defend 
ourselves.” 

The Committee was working in 
this direction but it had also to 
ensure that proper standards were 
maintained within the outdoor 
advertising industry 

Myles Standish, president of 
the Outdoor Advertising Associa- 
tion of America, said that in 
U.S.A. a vigorous campaign had 
reduced objectors to outdoor ad- 
vertising fo a lunatic fringe to 
whom-no attention need be paid. 
The chief problem was shortage 
of space; advertisers had to book 
at least a year in advance. 
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CONFERENCE 


COMMENTARY 


L.C.C. ‘Branded’ 
Welcome 


HEN Conference delegates 

were received by the Lon- 
don County Council they were 
told by the chairman, J. W. 
Bowen, that never before had so 
many international figures repre- 
senting one industry been invited 
to County Hall—the only place 
where they could receive a “pro- 
perly branded and proprietary 
welcome from the people of 
London.” 

After the speeches delegates 
strolled on the sun-splashed ter- 
race overlooking the Thames and 
listened to light music. 

Incidentally there were signs 
that delegates were beginning to 
fee] the strain imposed by the 
Conference programme, and 
attendance at the reception was 
below expectations. 


* * * 


F. Murray Milne was installed 
as president of the International 
Federation of Publicity Clubs at 
an executive meeting on Wednes 
day afternoon. 

Eric Bouwmeester, the outgoing 
president, was elected a _ vice- 
president, together with Miss 
Olive Hirst, Leon Goodman and 
Arthur Chadwick. M. A. Cuisinier 
(France) became a founder-vice- 
president. Apart from representa- 
tives of member nations. Swedish. 
Irish, U.S., and Canadian clubs 
were represented. 


* * * 


After the Clubs’ luncheon, Sir 
Miles Thomas, president of the 
Advertising Association, pres- 


ented prize awards to J. H. 
Dresler and R. D. Bandy, who 
obtained the highest marks in the 
final diploma examinations of the 
Advertising Association this year. 


Overseas delegates were tickled 
by the sight of J. H. Miller- 


Wheeler down from Scotland in 

his kilt. Here he is chatting with 

Miss Elizabeth Shoemaker from 
New Jersey, U.S.A. 


Acknowledging the continental 
and American habit of smoking 
during a meal the loya! toast was 
drunk immediately after the hors 
dceuvres at the lunch given by 
the Incorporated Advertising 
Managers’ Association so dele- 
gates could smoke between 
mouthfuls of cold chicken and, 
later, strawberries and ice cream. 


\ specially designed Jacqmar 
scarf, in a cellophane envelope 
tied with ribbon, was presented 
to the ladies at Tuesday’s banquet 
by the directors of George 
Newnes Ltd. 

+ . 


“The end of a perfect day.” 
said one delegate as he left the 
banquet. “We won the Test 
match, Oxford beat Cambridge 
and now Turpin has beaten 
Robinson.” Interest in the fight 
Was so keen, among overseas 
delegates as well as home, that 
the Conference organisers grati- 
fied a general wish by publicly 
announcing the result. 


* * * 
Specialised Films 


Impressive 


ELEGATES who attended 

the three sessions of adver- 
tising, industrial and public rela- 
tions films organised by the 
Association of Specialised Film 
Producers were impressed with 
what they were shown, Among 
the advertising films, only the 
film slide was familiar to all of 
them, and the trick photography 
of filmlets came in for much 
favourable comment. 

Many. delegates would have 
liked to have had more inform- 
ation on the production and dis- 
tribution ‘of these films than was 
provided in the programmes, and 
to some extent the programme 
whetted their appetite for the 
specialised session on films. 

* 


It was a pity that every public 
speaking section member from 
every publicity club could not 
have heard John Nicholas at the 
Tuesday morning session. Those 
who have heard his previous 
speeches on memorable advertis- 
ing occasions all agree that he 
surpassed himself. Both in 
matter and manner, his address 
was superb, 

Nor one delegate left the hall 
while he was speaking. 

* . 


Herbert Morrison revealed at 
the Conference banquet that at 
one time he was a copywriter. 
Though employed in the circula- 
tion department of a newspaper 

the old Daily Citizen—for 
£2 10s. a week, he wrote adver- 
tisements for its advertising de- 
partment. “It was a Labour 
newspaper—my heart was in it.” 
he said. “Though I say it my- 
self, my copy was good!” 


CT eS ee 
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Have I got it on right? 


Reason why Ira de Jernett, Dallas (right), presented Lord Mackin- 
tosh with the _ he is here seen wearing was to return an inter-club 


compliment. 


Leeds Club had given a plaque to the Advertising 
Federation of America which the 


Dallas Club now hold. Lord 


Mackintosh was told that when he visits Texas, of which State he was 
made an honorary citizen, he will be given a 10-gallon hat. 


Happy man at the Clubs’ Day 
lunch is H. E, Boulter, treasurer 
of Sheffield Publicity Club. 


* . * 

Charles Hallas at the Outdoor 
Advertising luncheon told of a 
planning officer delegated to pro- 
pose thanks to three advertising 
speakers. “There has been much 
talk about good and bad planning 
and good and bad advertising,” 
he said, “but at least town plan- 
ning officers are not 10 ft. high, 
6 ft. 8 ins. wide, painted in 
gaudy colours and standing at 
treet corners.” 


* * * 
A Splash 


Taking a moonlight bathe at 
the Hurlingham party at 3 a.m. 
were Miss Dorothy May of the 
United States and * Canadian 
Douglas Martin. First to take 
the plunge was Mr. Martin when 
he dived in with a bottle of 
champagne in his hand. Miss 
May followed and was presented 
with the champagne as a birth- 
day present. She is 25. 

* . . 

André Bertrand, president of 
the Union des Annonceurs of 
France, sent an apology for being 
unable to attend the luncheon 
organised by the Incorporated 
Society of British Advertisers on 
Thursday. He also sent a supply 
of St. Raphael aperitif, and all 
the guests sampled it 


Con ference 


Quotes 


“I am delighted at the high 
tone the Conference has taken.” 
Lord Mackintosh. 


* * * 


“I am sorry to say that quite 
a number of important British 
advertising people tend to be- 
little the importance of the Club 
movement in this country” 
Cmdr. A. Robertson-Macdonald. 


* * * 


“On Saturday night Grosvenor 
House was too small to accom- 
modate all who wanted to drink 
to the health of this Conference. 
On Sunday morning Church 
House was too large for those 
who wanted to give the Confer- 
ence a spiritual blessing. It is not 
enough to clink a few glasses” 
J. B. Nicholas (London). 


* * * 


“The reason why it is neces- 
sary to have a woman in my job 
is because it was the women of 
America who brought about Pro- 


hibition” — Helen McCarthy 
(director, Womens Division, 
Licensed Beverage Industry, 
U.S.A,). 


* * * 


“We should have had peace in- 
stead of unpleasantness with our 
near neighbours, but for the lack 
of public relations on your side 
as well as ours”’—E. F. Mac- 
Sweeney (Dublin). 


* * * 


“The advertising trade Press 
has always show us the utmost 
courtesy and fairness.” — Sir 
Harold Bowden. 

on * oa 

“Market research helps to 
promote a democratic way of life 
every time a housewife is asked 
her views and encouraged to dis- 
cuss her buying habits.”—Elmo 
Wilson (U.S.A.). 
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—get your message over to buyers 
in Britain! 


Advertising on National Solus Sites is aimed advertising. 
From strategic positions in every town of 

importance in England and Wales, National Solus Sites 
carry your message to the eyes of the people. They 


stand on their own, above and beyond competition, 


doing a better selling job at a lower cost. 


NATIONAL SOLUS SITES 
‘‘stand alone’’ fick 


Outdoor 
Advertising 
Association 


itd 


NATIONAL SOLUS SITES LIMITED 
Directors: T. A. ALLAM (Managing Director), 8. E. CARTER, P.W. FELTON, R.H. LAWSON 


56/60 STRAND, LONDON, W.C.2 Tel: TRAFALGAR 4922-3-4 
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Wanted: Women Sleuths For Advertising 


TO DETECT FEMININE NEEDS 


Are women necessary in Advertising? 


This was the theme for a business session organised by the 
Women’s Advertising Club of London yesterday (Thursday) 
Wit and wisdom were blended in several charm- 


afternoon. 
ing and forceful speeches. 


Women’s role in advertising 
was three-fold, said Mrs. Muriel 
Tolle, president, Advertising 


Association of the West, U.S.A. 

Women appeared in advertise- 
ments; they worked in many 
positions in advertising; and they 
were buyers of advertising and of 
advertised products and services. 

Mrs. Tolle quoted a double 
spread advertisement for Auto- 
Lite batteries in Time, April 30: 
“To the Ladies—Bless ‘em .. . 
They gave us push-button start- 
ing.” The copy went on to say 

“When they threw away the 

starting crank, the ladies scored 
a triumph. They were the ones 
most insistent in demanding a 
push-button world.” 

It was not entirely in jest that 
the wife and mother was called 
the “purchasing agent” for her 
family. And in countless homes, 
her purchasing influenced for or 


against the products she read 
about ond saw advertised. 
“Anything on can a I can 


do better” was not a claim that 
a man could make in advertising, 


said Mrs. Margaent K. Havinden 


(director, W. S. Crawford, Ltd.) 
Over 40 per cent of commo- 
dities advertised to-day were 
directly concerned with house- 
hold problems, beauty, fashion, 
or with activities of which few 
men had experience. “And 
don’t a great many advertise- 
ments reveal this lack of real 
understanding?” she _ chal- 
lenged. 

Women were not taken in by 
false enthusiasm, either in words 
or pictures. A good woman copy- 
writer who was also a good 
housewife would do a better job 
than a man, because she would 
know her subject more intimately. 

Mrs. Havinden also claimed 
that a lot of money would be 
saved if more copy research was 
planned by women, and _ that 
sometimes employers were preju- 
diced against giving women top 
positions. 

* * 

“What a strange anomaly ad- 
vertising presents to the creative 
women whom it employs! It’s a 
world in which men, on the 
manufacturing side, as on the 
agency side, have nearly, but not 


quite, a 100 per cent control. Yet 
their biggest market is women.” 

This thought was offered by 
Mrs. Mary Gowing (head of 
“Women’s Department.” S. H. 
Benson, Ltd.). 

Advertising without women was 
only half a thing, she said. 
Women were its other half: not 
by any means its better half, but 
its complementary half. 

Advertising needed women 
sleuths who would have a look at 
how women were living to-day 
and how they would live to- 
morrow; women who could forget 
yesterday. 

Why women sleuths? Because 
their interest in what women 
bought was personal, part of their 
nature. It gave them a flying 
start. 

* * 


Conceding that the bulk of the 
best advertising, even to women, 
was done—and done very bril- 
liantly—by men, Mrs. Helen 
Cheney (senior account executive, 


. Mather & Crowther Ltd.), asked: 


“What is that missing some- 
thing which women are capable 
of adding to advertising? More 
reality perhaps. More believa- 
bility. A sense of one woman 
talking convincingly to another 
about something in which she be- 
lieves herself. 

“Don't imagine we think every 
woman is a born advertising 
genius,” Mrs. Cheney concluded. 


Jury 13, 1951 


“Women have to 
learn their jobs 
as men do. And 
they have to 
have flair. ‘She’ will add an em- 
piric diagnosis to your research. 
You can call it hunch. Whatever 
it is, it's formidable. It moves 
goods off shelves, and sends 
women into shops waving your 
advertisement.” 
7” 7. 

“Until the present time women 
have left the arts of advertising 
and publishing to men, with the 
result that all the special posi- 
tions and solus sites have gone, 
and too often the woman has to 
state her case in a one-inch single 
column.” 

Miss G. Thomas (director, 
Samson Clark & Co., Ltd.), fol- 
lowed up this simile with a re- 
minder that there were many 
women in advertising outside the 
limelight but nevertheless essen- 
tial to the fabric of modern ad- 
vertising. 

“These women can be trusted 
to make a success of advertising 
everything, with the posible ex- 
ception of themselves,” she said. 

. * ~ 


Miss Eunice Kidd (director, 
G. B. Hony, Ltd.), claimed that 
women were essential when copy 
had to educate women; when it 
had to break down prejudices, 
introduce new ideas, appeal to 
woman’s reasoning (which was 


quite different from a man’s). 


* 


‘An advertisement should be a guarantee of a product’ 
said Mr. Fairfax Cone on the opening day of the 


National Advertising Conference 1951 


Guarantee that your posters are kept in good condition 


by our regular and independent inspection service. 


Be. Fs 


CARRINGTON VAN-POSTING LTD. 
BUSH HOUSE, ALDWYCH, LONDON, W.C.2 
TEMp'e Bar 0722/3 
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A NEW 
POSTER 
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it the interests of outdoor advertisers, Mills & Rockleys hav, commissioned 


Mr. Rolf Hellberg, F.R.I.B.A., to design this entirely new type of poster site. Its simple, 


i ne 


pleasing design is both aesthetic and practical, planned to please the Planners— 


rd 


but more especially to provide a perfect setting for all types and sizes of poster. The new 
design is being adopted as the standard structure throughout the 
Mills & Rockleys region. As a friendly gesture, Mills & Rockleys are making it freely 
available to the Poster Industry, and have agreed with Mr. Hellberg to 
Waive any question of Copyright. This is one instance of the character of the 


service that Mills & Rockleys are offering to advertisers. 


MILLS & ROCKLEYS LTD. 
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Newsprint Shortage Shackles The Press 


ADVERTISER'S WEEKLY—Conference Bulletin 


LOCAL PAPERS ARE THE ONLY WAY 
TO ‘BLANKET’ AREA WITH ADS. 


How the acute shortage of newsprint shackles local news- 


—H. C. Longley 


papers in fulfilling their tasks and responsibilities in a free 
world was a theme recurring throughout yesterday’s session 


organised by the Newspaper 
Society. 

Eric M. Clayson, president of 
the Society, said the local Press 
of this country was a_ living 
example of unity in diversity. He 
hoped that in the discussion dele- 
gates would detect a clear pattern 
of common purpose existing 
among the local papers of many 
lands. 

“Are we not all directing our 
efforts in the same direction, 
towards the hearts and homes of 
the people—people viewed as 
individuals and not as masses?” 
he asked. “The free world sets 
great store upon the individual 
and upon his fundamental im- 
portance, as an individual, in our 
communities.” (Mr. Clayson’s 
speech—-a masterly exposition of 
the role of the local Press—will 
be given fully in our issue of 
July 19.) 

Agent’s Views 

H. C. Longley, governing 
director of H. C. Longley Ltd., 
advertising agents, said that 
under the present regime of space 
Starvation a number of very 
serious difficulties arose. First, 
the virtual impossibility of 
expanding rapidly the market for 
a new product—either nationally 
or regionally. The present system 
left established lines in possession 
of the field, encouraged “most 
favoured” conditions for the firms 
who could still live on their past 
advertising goodwill. It played 
into the hands of vested interests 
and encouraged the inferior un- 
advertised substitute. 

Mr. Longley added: “We 
agents know, and we must 
approve, the unofficial but 
extremely fair space rationing 
which advertisement managers 
have had to operate for so long. 
Their’s has been no enviable task. 
I don't think they could have 
done better, but- this situation js 
in danger of becoming accepted. 

“| frankly don’t think the 
public cares a bit about advertis- 
ing space shortage—why should 
they?—yet in the long run it will 
work against their interest, and 
the Press is the guardian of those 
public interests. 

“It should never be overlooked 

especially by the advertising 
agent—-that the regional and local 
Press have special advertising 
tasks and responsibitities. In his 
fashion although naturally 
without the slightest collabora- 
tion—the advertisement manager 
is really called upon, because of 
space scarcity, to treat the 


* 


proffered volume of advertising 
in much the same way as his 
editor has, nowadays, to treat 
news items.” 

What agents—and their clients 
wanted—was a strong, virile pro- 
vincial Press in every part of the 
country. 

“We want to know we can 
really blanket an area,” he said, 
“and we can only do that by 
using local papers.” 

J. M. Hardcastle, representing 
the New Zealand Newspaper 
Proprietors’ Association said: 

“Although our newspapers 
have been restored to approxi- 
mately@half their pre-war sizes, 
advertising is still subject to 
restrictions, varying in severity 
from rigid limitations in some of 
the larger cities to almost pre-war 
liberality in some of the provin- 
cial mewspapers. The former 
regime includes severe sub-editing 
of classified advertising and for 
display advertising, rigid limita- 
tions upon jsizes and rostering of 
insertions. 

“There is very little prospect 
of a relaxation of these condi- 
tions. The shortage and the high 
cost of newsprint, the shortage of 
skilled tradesmen, and the general 
increase in all production costs 
are powerful deterrents against 
any inclination to increase the 
size of newspapers to accom- 
modate mpre and larger adver- 
tisements.” 


Spread The Revenue 


Harold S. Barnes, director, 
Bureau of Advertising, American 
Newspaper Publishers Associa- 
tion, said that perhaps a news- 
paper could best serve the cause 
of freedom and democracy if the 
democratic process prevailed 
among its advertisers—that is if 
the advertising revenue’ was 
spread so evenly among a large 
number of advertisers that not 
one of them had a predominant 
voiee. 

He added: 

“The responsibility of the local 
newspaper in a free world——as I 
see it—is to maintain that degree 
of financial well-being that will 
permit it to enjoy editorial free- 
dom, vigour and well-being. It's 
resnonsibility is to continue to 
justify Thomas _ Jefferson's 
opinion when he said: “Were it 
left to me to decide whether we 
should have a government with- 
out newspapers, or newspapers 
without a government, I should 
not hesitate a moment to prefer 


the latter’. 
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Sinclair Wood, chairman, Conference Youth Scheme committee, Mrs. 
Wood, and Borge Rasmussen (left), vice-president, junior section of 
the Danish Advertising Association—a happy trio at the Welcome Club 


THE POWER OF 
PERIODICALS 


An international public rela- 
tions organisation to make adver- 
tising better understood and 
appreciated by the community at 
large, Was suggested by Alan G. 
Agnew, president, at the Periodi- 
cal Proprietors Association 
luncheon. 

“We feel that attention should 
be drawn to the increasing impor- 
tance of the periodical Press in 
connection with the task of ad- 
vertising in a free world,” he said. 
“There is a total of 5,000 periodi- 
cals in this country, with a sale 
of between 50 and 60 million 
copies a week,” he said. “When 
this is related to readership per 
copy, one sees how vast is the 
influence of the periodica! Press.” 

Karl Mann, president, Case- 
Sheppard-Mann Publishing Cor- 
poration (U.S. 4.), said that of the 
10.423 publications other than 
newspapers in Britain and 
America, no fewer than 3,054 
were “business papers.” 26 per 
cent of the periodicals in the 
U.S. and 36 per cent in Britain 
were business papers. 


Training Centre Is 
Suggested 


Eric Bouwmeester  (Nether- 
lands) past president of the 
International Federation of Ad- 
vertising Clubs, speaking on 
“Recruitment, education, training 
and interchange in advertising” 
on Wednesday afternoon, at a 
session following the Clubs’ 
lunch, emphasised the importance 
of the interchange of young 
people in advertising. 

Mr. Bouwmeester pro->osed that 
an international training centre 
should be set up under the 
auspices of the International 
Union of Advertisers and the 
Federation of Advertising and 
Publicity Clubs. Such a training 
centre should have branches in 
each of theraffiliated countries. 

From the centre the methods 
of education and training would 
have to be internationally co- 
ordinated. 

He was convinced that within a 
comparatively short time they 
would be able to deal definitely 
with the first international ex- 
change of youth personnel in ad- 
vertising. 


International Union Propose A 
‘World Week’ For Advertising 


The International Union of 
Advertising, which held a meeting 
of its board of directors in 
London on Wednesday, has sug- 
gested a “World Week of Advert- 
ising” during 1952. 


The idea is that every national 
advertising association should 
Promote in its Own country a 
national week of publicity and 
public relations in favour of 
advertising. Support would be 
ought from advertisers and 
media associations. Advertisers 
would be asked to sponsor 
advertisements showing the good 
results of free enterprise helped 


by sound advertising; media 
would be asked to give space or 
time. 

Object would be to show govern- 
ments evidence of the power and 
usefulness of advertising § in 
economic, social and civic life. 
and thus “to avoid any tax on 
advertising.” and to develop 
public confidence in advertising. 

The International Union was 
initiated by France in 1947, for- 
mally constituted in 1949. Head- 
quarters are in Switzerland 
Advertising organisations in 17 
countries are represented in its 
membership. British delegate is 
Sinclair Wood. 
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EFORE closing my 

review of Conference 
personalities, it would be 
invidious not to pay a tribute 
to one who has contributed so 
much to the success of its lighter 
side. I mean, of course, Leslie 
W. Needham, chairman of the 
social and entertainment commit- 
tee (and a member of the 
Conference organising council 
and executive committee). 


Whenever I sink into the arm- 
chair in “Bill” Needham’s office, 
1 know I can rely on hearing 
something really worth printing. 
This was specially so when he 
asked me round last week to tell 
me of the programme laid on by 
his committee. It will be agreed, 
1 think, that they have made a 
magnificent job of the task 
allotted to them. 


Already in these columns I 
have summarised Needham’s 
career. It was in 1926 that he 


became advertisement manager of 
the Sunday Express and in 1940 
advertisement director of the 
whole Express group. 

To the advertising movement 
as a whole he has made a 
distinguished contribution. A 
member of the council of the 
Advertising Association, he is 
chairman of its A.L.D. committee, 
and has been chairman of the 
advertisement committee of the 
Newspaper Proprietors’ Associa- 

' tion and of the N.P.A.-News- 
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_ Mainly Personal— 


Leslie Needham 


paper Society joint advertisement 
committee. 

Last year he was president of 
the Thirty Club, of which he is 
now vice-president. 

As befits one entrusted with 
the Conference’s social and enter- 
tainment side, his interests are: 
“golf, bridge, people.” 


* * * 


“ONE OF the most important 
personalities in the field of 
modern graphic design” is how 
the American Artist described 
Lester Beall. Working with 
photography, typography, in 
water colour, oil, and ink, this 


INT of VIEW 


near the point of sale 


heffields 


for the million people of | | | 
BIRMINGHAM | 
| | 


Poster sites by 


PUBLICITY HOUSE. CORNWALL ST. 
BIRMINGHAM 3. 


Limi oS 


Lester Beall 


Alfred D. Matta 


artist and designer has developed 
a highly distinctive style. 

After free-lancing in art work 
while at Chicago University, Beall 
had a hard time of it finding jobs. 
While waiting for them, he 
familiarised himself with modern 
art and typography in Chicago's 
Art Institute. In 1933, he painted 


his first mural, for the Public 
Service Company of Northern 
Illinois. A year later he estab- 


lished his own firm in New York. 
Since then his story has been one 
of awards and increasing recogni- 
tion of his work in design, pack- 
aging, merchandising. and such 

“far-fetched chores” as selecting 
costumes for film stars. 

Beall believes that “anyone 
interested in design must neces- 
sarily be interested in other fields 
of expression; theatre, ballet, 
photography, painting. literature, 
and music. From any of these 
media the alert designer can at 
times obtain not only ideas 
related to his advertising problem, 
but genuine inspiration.” 

A leading art director once 
told him that “crashing New 
York” might be a difficult job. 
“You don’t draw children, you're 
not an animal artist, and you 
don’t paint pretty girls—in short, 
it's hard to classify yor. You 
don’t specialise, and art buvers 
like to pigeonhole every artist.” 

“Naturally,” says Beall. “that 
left me only one alternative—to 
specialise in non-specialisation.” 

. * * 
A PLEASANT American person- 
alitv at the Women’s ‘Advertising 
Club of London luncheon at the 
Savoy on Tuesday was Miss 
Helen Berg. 

This is Miss Bere’s second vear 
as president of the Advertising 
Women of New York. Vice- 
president of the Rovaltvy Under- 
wear Company of Fifth Avenue 
is her not inconsiderable iob. 

She is here with her husband, 
H. F. von Ritter. 


~ . os 
IN THIS country we often talk 


| about the need to advertise adver- 


tising. Well might we draw 
en from a remarkable 


ampaign carried out in the 
poston of 1949 by Everest 
Advertising Bombav. of which 


A. M. Patel is manaeing director. 
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By CONTACT 


In 250 newspapers and 11 
languages he flung across the 
Indian sub-continent the message 
“The Helping Hand to Pros- 
perity.” 

In no advertisement was there 
any indication of the origin of 
the campaign, and the scheme 
cost Everest some Rs. 50,000. 
But they were reimbursed by a 
payment by the media of a 15 per 
cent commission on the space 
consumed—and by the knowledge 
that they were doing good work 
for advertising. The media, 
standing to benefit as a result of 
the campaign, gave the space and 
paid for the blocks and matrices. 

+. . . 
CLAIMING TO be Egypt's 
oldest service agency is that of 
Alfred D. Matta, of Cairo. He 
opened it in 1929, and has 
represented Crawford’s since 
1933. His son was here with 
Crawford’s and London Press 
Exchange in 1946 and 1947. 

Some pretty notable accounts 


are handled by Matta. They 
include: through Crawford’s, 
Gillette, Tootal, K.L.M., and 


Swan Pens; 
Austin cars; 
Biro Pens; 


through Benson's, 

through Lytle’s, 
through Dorland’s, 
Raleigh; through Royd’s, Bryl- 
creem; and direct, Patons and 
Baldwin, Macleans, and Guinness 
export. 

Matta is staying on for a bit 
after the Conference. 

* . 

CHARLES COUDREY, manag- 
ing director, Coudrey-Gotham 
Pty. Ltd., international service 
agents of Sydney, is making a 
round-the-world trip, stopping off 
at Singapore, visiting the Confer- 
ence in London and staying a 
month in U.S.A. on his way back. 


WEEKS WISECRACK 


“Try and forget I drifted 
with you in a gondola at 


Hurlingham, Miss 
Wapshott, and get on 
with the filing.” 
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Manufacturers and Advertisers are always 


welcome at Outdoor Publicity’s Display Room 


Here you will see, with the aid of maps and models, 
how poster campaigns are planned to meet each individual advertiser’s problem. 
You will be initiated into the workings 
of a site-selection system that takes into full account 
the movements and habits of populations. 
You will be shown how a large staff of resident inspectors 
ensures that damaged and defaced posters are 
speedily replaced, and that sites are kept neat and clean. 
This is your chance to come behind 


the scenes and study the strategy behind the sales. 


Outdoor Publicity Limited 


BURLINGTON STREET 23. TELEPHONE REGENT 
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Both industry and advertising 
had a greater need of the services 
of an efficient advertisement 
management than ever before, 
said C. J. Rose, advertising man- 
ager of Scott & Bowne Ltd. and 
vice-president of the Incorporated 
Advertising Managers’ Associa- 
tion, speaking at the lunch 
organised by the 1LA.M.A. on 
Wednesday. 

“Advertising Management in a 
free world” was the theme. ; 

The present urgent problem of 
re-sale price maintenance was of 
primary importance to the adver- 
tising manager whose experience 
enabled him to take the neces- 
sarily broad, non-departmental 
view of the subject, said Mr. 
Rose. 

The country’s export trade had 
imposed new and wider respon- 
sibilities on the advertising man- 
ager, drawing him more and more 
away from technical detail to 
policy creation and control. 

What this country needed to- 
day was the business all-rounder. 

“Who in the whole hierarchy 
of business,’ asked Mr. Rose, 
“can fulfil this need better, more 
completely, than the advertising 
manager, the admirable Crichton, 
the Jack of all trades if you like, 
but the master of consumer 
psychology, the only logical 
liaison between the company and 
its customers?” 

Speaking on “Advertising’s 
Function in a Free World,” 
Thomas H. Young (U.S.A.) des- 
cribed the work of the Associa- 
tion of National Advertisers of 
which he is past president. “As 
advertising men,” he said, “let us 
not limit the functions of advert- 
ising lest we limit respect for it.” 

Speaking of the qualities de- 
sired from a publicity manager, 
A. Ollagnier, president, National 
Chefs de Publicite des Annon- 
ceurs, said he must have know- 
ledge, imagination, taste, and a 
fine psychological sense. 

He must be dynamic and 
enthusiastic, orderly and methodi- 
cal, have good professional con- 
nections and, above all, moral 
qualities. 


I ID. reste mr 
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Ad. Managers Fill The Job Best 


At the 1.A.M.A,. lunch, H. W. Craddock (left), president, Thomas 
H. Young, past chairman, Association of National Advertisers (U.S.) 
and a member of the board of the U.S. Advertising Council, clink 


glasses and toast the future of advertising. 


BUSINESS-SPONSORED ADS. PULL: 
DOCUMENTATION CENTRE IDEA 


The benefits derived by 
industry, the public and the 
government through the use of 
advertising methods under busi- 
ness sponsorship to help solve 
major national problems requir- 
ing public understanding and 
acclaim were described by Paul B. 
West, president of the Association 
of National Advertisers, at the 
lunch and business session organ- 
ised by the Incorporated Society 
of British. Advertisers yesterday 
(Thursday). 

Mr. West said that in the last 
20 years the concept of advertis- 
ing as merely a method to sell 
products had broadened to the 
point that it is now recognised 
as a powerful force to gain under- 
standing of the operations of 
individual companies and to in- 
crease understanding of industry 
itself. 

“It has been the means of 
demonstrating that businessmen 
are good citizens, and when 
inspired with public conscious- 


This striking window display a; Brown's of Tothill Street, S.W.1, 
created considerable interest among Conference delegates. 


ness can do far more in preserving 
and advancing our basic freedoms 
than can any government; and in 
this process render unnecessary 
compulsory government 
measures,” Mr. West added. 

To examine the international 
problems concerning the adverti- 
ser, the setting up of an Inter- 
national Documentation Centre 
of the Advertisers’ Union was 
urged by Pierre Boisacq. per- 
manent secretary of the Belgian 
Union of Advertisers. 


News Bulletins 

“We are aware that it is not 
the moment to establish a heavy 
expensive and unpractical organi- 
sation,” he explained. “It would 
be sufficient if each Union sent 
automatically to the design centre 
documents concerning especially 
the organisation of advertising in 
its own country, as well as the 
relations between advertisers, pub- 
lishers, suppliers and technicians 
of advertising.” 

The centre would also send a 
periodical questionnaire asking 
for the titles of new published 
books concerning advertising, 
Statistical information. the latest 
and most characteristic studies 
and inquiries, and so on. 

Centralised in this way the 
documentation could be  pub- 
lished in confidentia! bulletins 
every three months for the use 
of all advertisers’ societies. 

He suggested that London 
should be the seat of the centre. 
It could be incorporated under 
the direction of the Incorporated 
Society of British Advertisers. 

Over 200 women delegates were 
guests of Trevor A. Bowen, 
chairman of the John Barker Co., 
for a fashion parade. cocktails, 
and lunch on Wednesday. 
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WHY THE CLUBS 
COUNT 


Elon G. Borton, president 
of the Advertising Federation 
of America, guest of honour 
at the Clubs’ Day lunch, said: 

“Perhaps the greatest ser- 
vice of the advertising club is 
that it brings together in 
mutual co-operative effort all 
types of advertising people. 

“They get acquainted, they 
play together, they work to- 
gether. Here they are not 
advertisers or agency execu- 
tives, or media people or 
suppliers, not big executives 
or little people, not young or 
old—they are just advertising 
people thinking and working 
for advertising as an industry. 

“It is the one place or 
group in advertising where 
this occurs. It is a by-product 
of the club movement, but a 
very important by-product. 
The clubs would be worth 
while if they did nothing else.” 


Annual Survey 


Fairfax Cone suggested at an 
LLP.A. session that an agency 
could serve a client best by 
making an annual comprehensive 
marketing survey of each product 
with which they dealt. 

This assembled in one place 
all the facts. It should be done 
annually because the “element of 
Strategy must readjust itself each 
year.” 


———— 
ST. HELENS & DISTRICT 


REPORTER 


| PRESCOT & HUYTON 


REPORTER 


The only A.B.C. papers 
| published from these towns 
| averaged 


$1,975 
COPIES WEEKLY 
July— December 1950 


134 FLEET STREET, E.C.4 
Telephone CENtral 7620 


73 CHURCH STREET, ST. HELENS 
| Telephone 2285 (3 lines) 
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IS THE WORLD’S 
LARGEST DEMOGRAGCYP 


INDIA ! One in seven of the world’s population goes to make up her many races — now united 
as never before. Under India’s new democratic Constitution, they share equal opportunities ; 
in her bold industrial plans they see the promise of a still more prosperous community. It may not 
be realised how much of India’s needs for her great task of industrialization is being supplied by 
Britain. Over the last three years, her purchases here have averaged about £100 million per year. 
She will need far more — when industrialization brings the inevitably increased demand for 
consumer goods. 

Therefore the far-sighted British advertiser will maintain his position in the key markets of 
India . . . and most of all in the heart of India’s growing industrial power : the ‘ Amrita Area’ 
served by AMRITA BAZAR PATRIKA and JUGANTAR. 
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44% oF INDIA LIVES 
IN THE ‘AMRITA AREA’ 


(Shown in black on this map) 


a aha cage co 


W. Bengal, Uttar Pradesh (U.P.), Assam, Bihar and 
Orissa, make up India’s major selling area. It has 
the biggest population—the greatest concentration 
of industry including : 
Iron and Steel... oes oe 87% 
Jute : 97.5% 
Engineering (general & “electrical) 60% 
Paper én eos ous oe OY 


Cz emicals ... a on eee ( 
Sunita BAZAY. | Ses > oe 
(Figures on basis of workers employed) 

Datrika 


Here AMRITA BAZAR PATRIKA is the leading 
ENGLISH DAILY m4 SIMULTANEOUSLY AT CALCUTTA AND ALLAHABAD 


English Daily. It is published simultaneously from 
JUGANTAR «6 


JUGANTAR in Bengali. High circulation and low 
rate per s.c.i. make JUGANTAR your soundest 
medium for reaching over 60 million Bengali- 
speaking peopie. 


both Calcutta and Allahabad and has the largest 
circulation in the Ganges Valley ; it also covers 

BENGALI DAILY FROM CALCUTTA 
Free specimen copy and all details from 


East Pakistan. 
Here, too, the leading Indian-language Daily is 
LONDON MANAGER : T. PARAMESHWAR, 28 SOUTHAMPTON ST., STRAND, W.C.2. 
TEL.: TEMPLE BAR 5873 
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Ranking of Total investment 
National Magazine by Advertisers 
Magazines Gan.-Dec. 1950) 
& Ist LIFE $80,365,507 
2nd Saturday Evening Post 63,180,611 ‘ 
e 3rd TIME 23,793,870 
4th Ladies’ Home Journal 22,485, 163 
5th Better Homes & Gardens 19,631,228 
6th Look 17,765,110 
7th Collier’s 17,397,066 
8th Good Housekeeping 15,373,242 : 
t * 
gth Woman’s Home Companion _11,775,230 
10th Newsweek 10,184,717 
magazines rank as follows... 12th: McCall's, $9,940,856 - 12th: Business : : 
Week. $7.453.266—13th: Woman s Day. $7.136.302— 14th: New Yorker. $6.919.672— 15th: ae Fears iipatas peti 
Amencan Home, $6,607,897 — 16th: Vogue. $5 766,582 — 17th: Family Circle, $4.462.675 — 18th: 
Parents Magazine. $4,337,339 — 19th: Esquire. $4,262,692 — 20th: House Besuntul, $4,239,777 


Source— Publishers Information Bureau (Cross Figures) 


In America, as here, there is no greater expression of an advertiser’s faith in an advertising 


medium than the size of his investment in that medium. It is, therefore, readily apparent (sce above) 


a ie 


that LIFE and TIME stand high in the esteem of American business. And, surely, there can 


| 


be no better guide than the shrewd experience of American business for any British manufacturer 
who is anxious to build an established and profitable position in the world’s most prosperous dollar 


5 peaptbeslaiiads 
eae A Abies aia 


market. For full details, please write to. . . 


| IME + LIFE TIME-LIFE International Ltd., 4 Dean Street, London, W.: 


Published by the Groncienere. tors, BUSINESS PUBLICATIONS, Led., at their office a at ‘180, Fleet Street, | London, E. c. 7 “(Phone : Chancery 8844.) 
July 13, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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